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INFLUENCE ...ENGAGES
        MOTIVATES 
       DELIVERS
Great leaders are mega influencers, but could their tools of influence be out of date?

To influence today, you need more than just the traditional approaches of yell and tell 
(coercion) and sell (persuasion). With this book, learn new and commercially savvy 
alternatives that will help you to deliver outstanding results in the modern workplace. 
Influencing others isn’t magic — it’s a skill that you can make work for you.

Power Play shows you how to use influence to create the change you want as a 
leader, in your organisation and in the world. In this book, author Yamini Naidu gives 
you the practical tips and advice to become a powerful performer whose tank of 
influence never runs dry. Learn how to:

• wield a range of new and exciting influence tools with expertise and skill 
• maximise your skills to get your voice heard and make big things happen 
• refine your methods of persuasion, inspiration and motivation 
• engage people, amplify your impact and deliver the results that matter.

Power Play helps you turbocharge your influence and build the power to initiate 
seismic change with authenticity and integrity. 

YAMINI NAIDU is a global expert in leadership and influence through 
storytelling. Her unique blend of humour, authenticity, practicality and 
motivation have put her in high demand as a speaker and presenter. 
She is the co-author of the bestselling, Hooked: How Leaders 
Connect, Engage and Inspire with Storytelling. Find out more at 
yamininaidu.com.au.
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Introduction

Another book on 
influenCe?
In July 2009 a young mother was driving down a suburban 
street in Milwaukee in the United States with her two young 
children strapped in the back. She lost control, the car hit a 
tree, flipped over, trapping the young family inside, and burst 
into flames. 

A crowd quickly gathered around the burning vehicle, but 
everyone was scared and no one knew what to do amid the 
chaos. Then brothers Joel and John Rechlitz pushed to the 
front of the crowd. Sizing up the situation, the two off-duty 
firefighters grabbed a couple of pipes lying by the side of the 
road, smashed the windshield and pulled the mother and her 
two-year-old daughter to safety.

But the four-year-old boy was still trapped in the blazing car, 
which threatened to explode at any moment. Joel and John 
tried to reach the boy through the windshield but couldn’t free 
him. They knew they couldn’t rescue him alone, so they shouted 
instructions to the crowd.

Joel asked for a knife so he could cut the boy free from his 
seatbelt. John called for a nearby hose. The crowd swung into 
action.

Even though their own lives were at risk, the brothers galvanised 
the onlookers into action. They freed the boy with seconds 
to spare before the fuel tank exploded, engulfing the car in 
an inferno.
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America embraced John and Joel as heroes, but the brothers 
acknowledged they could not have pulled off the rescue without 
the help of strangers. 

What John and Joel did that day was heroic, but they also used a 
power we all possess — the power of influence. They influenced 
a group of people to risk their lives and extend themselves in 
a crisis.

What is influence today?
Essentially influence is about creating a shift, getting things 
done through other people. In leadership, influence means 
getting people who turn up to turn on. Influence is like gravity: 
without it so much of your effort floats out into space. When 
you choose to influence, you exert a positive force like gravity 
that pulls success into your orbit.

Aperian Global reviewed a 2012 survey by the Corporate 
Leadership Council (CLC) of 11 500 leaders in 35 companies 
across a range of industries and countries. Among its findings 
were the following:

Influence emerged as the top-ranked competency of 
high-performing global leaders — it was more strongly 
correlated with successful global leadership performance 
than capabilities traditionally seen as key elements of a 
leader’s job such as vision, decision-making, delegation, 
creativity, resource allocation or holding employees 
accountable …

But does the world really need another book on influence? 
When motivational speaker and author Zig Ziglar was once 
told motivation didn’t matter because it didn’t last, he replied, 
‘Neither does bathing, which is why we recommend it daily’.

Influence, like motivation, is a daily choice. Life usually lets you 
choose whether to influence others or to be influenced by them. 
If you choose to be an influencer, this book is for you. It gives 

©
 C

O
P

Y
R

IG
H

T 
M

A
TE

R
IA

L



xiii

Introduction

you the tools and mindsets you’ll need as an influencer in the 
21st century. 

Do you remember Brody’s (Roy Scheider’s) reaction in Jaws 
when he first saw just how big the great white shark was? 

‘You’re gonna need a bigger boat.’ 

Most leaders recognise they are going to need a bigger influence 
boat to successfully navigate the shark-infested challenges of 
the modern workplace. And that is what Power Play offers — it 
is your bigger boat.

How is this book different?
You have probably read so many books on influence that the 
idea has become almost a cliché. How is this book different?

Recently I was walking near my home and saw something that 
made me pause. I spotted a man in a suit in a public phone 
booth using the pay phone! I wanted to press my nose against 
the glass and ask, ‘What’s wrong? Where’s your mobile?’ The 
image struck me as almost shockingly old fashioned and out of 
place in a modern context. 

Of course you can still do business from a public pay phone, 
but how effective, agile and competitive would you be against 
an opponent who always carries a mobile?

This book explores the mobile phone equivalent of 
contemporary influence.

Influence versus power
In The Elements of Power: Lessons on leadership and influence, 
Terry R. Bacon differentiates influence as the application of 
power to accomplish a specific purpose. He identifies 11 sources 
of power: five in the personal realm (knowledge, expressiveness, 
history, attraction and character), five organisational sources 
(role, resources, information, network and reputation), and one 
meta-source (will). 
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Every year Time magazine produces a special edition dedicated 
to the world’s 100 most influential people. Introducing the list 
in April 2014, Time’s managing editor, Nancy Gibbs, wrote, 
‘The TIME 100 is a list of the world’s most influential men and 
women, not its most powerful … Power is a tool, influence is a 
skill; one is a fist, the other a fingertip’.

Power and influence, the tool and the skill: you need both to 
succeed in business. Both allow you to lead where others will 
follow. Even if you don’t have the formal position or mandate 
of leader, influence will mean your voice is heard, your 
idea implemented or the client signs up with you, not your 
competitor.

Influence is often the means by which someone achieves power. 
Influence and power are like the chicken and egg. Traditionally 
it was impossible to have influence without positional power, 
but today we know the paradigms have shifted. The internet and 
social media have given sole activists a voice and influence far 
beyond the traditional power bases of the corporate behemoths 
they take on.

We can see influence and power as two sides of the same coin. 
Influence will give you more power, but power will not always 
give you more influence.

What is power play?
CEB Global’s talent report of 2014 focused on high-potential 
individuals and programs, and what motivates achievement in 
an executive position. A key finding was that high-potential 
individuals are driven by power: ‘they want the opportunity to 
exercise, influence and shape how things are done’. 

Simply stated, this is what power and influence can do: they 
can help you effect the change you want in your world. Trying 
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to succeed without power and influence is like trying to get to 
your destination in a car with no fuel. You may as well walk.

Power play hinges on your decision to play the game to 
turbocharge your influence. So you can create the change you 
want as a leader, in your relationships, in your organisation or 
business, and in the world. This book not only fills your car 
with fuel — it gives you a better engine management system, 
a well-tuned exhaust, a sexy spoiler and better handling alloy 
wheels, to deliver high performance in every arena in your 
business and life.

Power play positions influence as the key to thriving and 
succeeding in business and life. Yet I will show that influence 
does not have to be onerous, hard to do well or especially 
challenging. Like any skill, it can be taught and learned, and we 
can all get better at it. 

And play is the energy you need to bring to the game of influence. 
Often influence strategies are implemented with unnecessary 
gravitas — ‘It is serious business, this influence’ — yet to be 
successful requires a playful energy. You need to take risks, 
to do your best, to learn from your mistakes and to celebrate 
your successes. Keep your touch light, build bridges and make 
friends as you seek to grow your influence power. To be a power 
player, use the strategies in this book, yet do so with a playful 
energy, and see your influence take a quantum leap forward.

This book will help you become a power player whose tank of 
influence never runs empty.

In this book we explore many forms of influence, from hard 
power (coercion) to soft power (consulting, collaborating) and 
story power (connecting, inspiring). On the way we track the 
progress of approaches to influence from yell to tell to sell to 
compel.



xvi

Power Play

We also examine influence tools you may not have consciously 
considered before, such as message mastery, context power, the 
power of empathy, love, humour, co-creation and positioning, 
fierce power (the power inherent in you) and the power of 
cause leadership. 

We identify the weaknesses and strengths of each of these 
influence tools and offer you practical tips so you can create a 
seismic shift in your influence while maintaining authenticity 
and integrity. 

Does the world need influencers?
We might also ask that other eternal question: does the world 
need leaders? The answer in both cases is a resounding yes. 

Influencers generate change in the world. (Of course change 
might be for good or evil, but this book is concerned primarily 
with positive change.) Influencers are the movers and 
shakers — perhaps even the rock stars — of our world. We not 
only need influencers, but we need more of them. 

Every word we speak and every act we perform is an opportunity 
to influence and create an impact or shift. 

A recent study revealed that on average we speak around 16 000 
words a day. Many of us spend most of our waking moments in 
company talking. We don’t so much sleep talk as wake talk! But 
talking isn’t always communicating. Much of our talk is white 
noise, unless we choose differently. 

When he was CEO of NAB, one of Australia’s top four banks, 
John Stewart was surprised to learn that he spent more than 
75 per cent of his time ‘communicating’. Like most CEOs and 
leaders, a large part of your role and your success in it depends 
on your ability to influence people, opinions and outcomes. It is 
about crafting a message that resonates and communicating it 
effectively to inspire others to act.
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Influence can make the difference between achieving results 
and falling short, keeping clients or losing them, winning that 
pitch or blowing it. 

Our success in exerting influence can determine our wellbeing 
and happiness in our personal lives too.

My friend Jen divides the world into two sorts of people: those 
who keep their petrol tank full and those who let it run dry. Her 
husband falls into the latter category. 

One day she left a note on his alarm clock saying, ‘Fill the tank 
please. Love you! Jen’. He replied via email with an image of an 
empty tank and the words ‘Chances — grim’. She decided she 
had to influence him in some other way, so the next morning 
she left him a different note: ‘Fill the tanky for some hanky 
panky tonight.’ Her tank has been full ever since!

Influence is the key to personal and professional success. 
Influencing others isn’t a dark art; it isn’t about luck or magic. It 
is a skill that, when applied wisely, will help you to dramatically 
increase your impact and success. But you can, and should, 
wield it with authenticity, compassion and integrity.

Beyoncé featured on Time’s March 2014 cover as the most 
influential person on the planet, after sell-out world tours and 
shocking the music industry by releasing an album directly 
through social media. 

You’ve heard of monologue and dialogue. Welcome a new word 
to the English language — Beyoncelogue. Actress Nina Millin 
created a YouTube sensation by weaving lyrics from Beyoncé’s 
songs into a dramatic monologue. It’s probably only a matter of 
time before we’re all speaking in Beyoncelogue!

According to Time, Beyoncé doesn’t just sit at the table, she 
builds better tables. And that is what power play can do for 
you. It can help you build better relationships, businesses, sales, 
clients — and a better life.
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What makes me an expert?
My journey with the power of influence began at age 10 when 
my teacher, Miss Asha, asked our class to write a sentence 
according to these rules: it had to make sense and use 10 words 
only, and each word had to consist of just two letters. 

We tried and tried, but came up with nothing. My teacher then 
wrote on the board, ‘If it is to be, it is up to me’. 

That day Miss Asha influenced a classroom of children to think 
and behave differently — not just in that moment, but for the 
rest of their lives. It was my first lesson in influence, and I was 
hooked! 

So much so that many years later, in 2005, I co-founded a 
company that did just one thing: it specialised in storytelling, 
the oldest form of influence. 

To put this in context, I am an economist by training, but 
decided I really wanted to be a storyteller. 

Reading Steve Denning’s The Leader’s Guide to Storytelling, 
a seminal work on business storytelling, I had a lightbulb 
moment: I realised that for a leader and influencer this was the 
missing link. Data on its own was not enough; my spreadsheets 
needed stories.

I was so excited when I made this decision. I told my mother, 
‘I’m going to become a storyteller’. And like any good Indian 
mother, she replied, ‘Is that a job? Why can’t you choose IT or 
be a doctor? Storytelling? You do that on weekends’.

Today my mother is my proudest supporter and introduces me 
as an ‘economist turned storyteller’.

©
 C

O
P

Y
R

IG
H

T 
M

A
TE

R
IA

L



xix

Introduction

How to use this book
Hmm, my first answer would be, ‘Read it from cover to cover, 
word for word, then follow up with a five-star review on 
Amazon, thank you’. Of course I might be biased! 

How do you read? Are you a scanner (flipping through 
headings, summaries), a dipper (dipping into chapters that 
grab your attention) or a deep diver (reading the whole book, 
or at least the parts that interest you) or a combination of these? 
This book works for all reading styles. 

If the thought of reading the whole book sequentially from start 
to finish makes your hair curl, start by reading Part I as that will 
give you a frame of reference for the book. Scan the ‘at a glance’ 
summaries in Part II for a snapshot of each chapter, then dive 
deep into the strategies that interest you. 

You might love a slow buildup or prefer to cut to the chase from 
the get-go. No matter your preference, each chapter finishes 
with a gift for every reader, providing a power play tip that will 
propel you into an accelerated start.

The 1999 movie The Hurricane was based on the true story 
of middleweight boxer Rubin ‘Hurricane’ Carter, who served 
nearly 20 years in prison based on a controversial murder 
conviction. In the movie, his character says, ‘He who bemoans 
the lack of opportunity forgets that small doors many times 
open up into large rooms’.

Think of the end-of-chapter power play tips as small doors that 
will open into large rooms. Where information is concerned, 
we are often spoilt for choice. These tips are designed to help 
you pick out just one technique from each chapter and make a 
start. Action precedes clarity.
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If you’re looking for a quick fix, or ways to manipulate others, 
then this book is not for you. But if you’re looking to grow as 
a person and as a leader, to influence for good, to make your 
world and the world a better place, then I extend a warm 
welcome to you. 

Let’s salute influence as a timeless skill, but recognise it as a 
skill whose modes have changed to reflect the times we live in. 
Welcome to the new way to influence for success and results in 
the 21st century. More power play to you.

Now let’s begin our journey.
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Part I

The case for 
new influence
When was the last time you tuned into the safety briefing on board 
a plane? It’s amazing to consider that even when our lives could 
depend on the information, we are reluctant to pay attention.

Air New Zealand has managed to reinvent the tired format of 
airline safety videos, using humour to find new ways to influence 
their audience. Every year they release a new air safety video 
that is pretty much guaranteed to go viral. For example, film 
director Peter Jackson plays a cameo role in a Hobbit-themed 
version called  ‘An Unexpected Briefing’;  another, ‘Safety Old 
School Style’, stars Golden Girl Betty White; and (my personal 
favourite) US fitness personality Richard Simmons and leotard-
clad cabin crew deliver preflight safety messages to a disco beat!

Air New Zealand has found a fresh and compelling way to 
influence. The case for new influence doesn’t rest on media stars 
and videos with high production values, though, but on simple 
yet effective strategies that can be used successfully every day. 

Even a humble sign can be made over using one of the tools 
we will examine — message power. Walking through a park 
in London recently, I spotted a lawn sign that, rather than the 
conventional ‘Keep off the grass’, read simply, ‘The grass is 
resting’. Just a little paint, and imagination. That’s influence.

Part I sets out the case for new influence. In chapter 1, we explore 
the difference between influence and manipulation. Chapter 2 
introduces the art of power play, challenging our traditional 
reliance on a limited range of hard power and soft power tools, 
and presents a review of the various ‘modes of influence’ that 
will be developed in the rest of the book.
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Chapter 1

influence versus 
manipulaTion
What if lives were saved or lost based on your ability (or lack of 
it) to influence people and events? How do you exert influence 
when the stakes are so high? 

Pet Rescue Australia faces this challenge every day. 

Tragically, 100 000 rescued dogs are put down every year in 
Australia. In an effort to make a difference, Pet Rescue set out 
to persuade more Australians to adopt rescued dogs. First they 
had to break down their biggest barrier: getting people to visit 
a shelter. 

Their strategy was simple: ‘If we can’t bring people to the 
rescued dogs, we’ll bring the rescued dogs to the people.’ How, 
though? Pet Rescue is a not-for-profit organisation with limited 
marketing budget and resources.

A perfect match
But they had a secret weapon. Japanese researcher and 
psychologist Sadahiko Nakajima has made a study of dog–
owner resemblance. Nakajima’s research shows that pet–human 
resemblance is empirically valid, a key reason being that some 
pet owners consciously or unconsciously choose dogs that look 
like them! Pet Rescue Australia used this insight to deploy 
their strategy.
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They commissioned an app called Dog-A-Like. You download 
the app and upload a photo of yourself, and the app scans 
through all the photos of dogs in rescue shelters to find your 
perfect dog match. 

Bingo! Dog-A-Like was an instant hit, becoming the number 
one app in the Australian iTunes store for a couple of weeks. 
Whether or not they were thinking of getting a dog, thousands 
of people started using it and uploading their ‘perfect match’ 
images to Facebook, Twitter and Instagram. 

The result? A 36 per cent increase in dogs rehomed — that’s 
more than 2200 dogs every month. It has been Australia’s single 
most successful dog rehoming campaign to date, and that’s 
nothing short of inspiring.

But influence is not all dancing unicorns, rainbows and adorable 
rehomed dogs.

The dark side
Just as the sun casts a shadow, influence has a dark side. It often 
earns a bad name because people mistakenly interpret it as 
manipulation, but manipulation is the flip side of influence. Too 
many books on influence focus on techniques best described as 
manipulative or exploitative. 

Sixteenth-century diplomat and political theorist Niccolò 
Machiavelli, in his controversial but enduring political treatise 
The Prince, declared, ‘It is better to be feared than loved’. 

Could that be true, then and now? 

Machiavelli was a man of his times, and the city-states of 
16th century Italy were snake pits of intrigue and deviousness 
where the powerful ruled through fear and by controlling 
information. But that was 500 years ago. Today the internet and 
social media have created unprecedented levels of transparency 
and accountability, right?
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Influence versus manipulation

We all love stories of human endeavour, especially when the 
underdog beats the odds and triumphs over adversity. We 
admire heroes, invest in their success and learn from their 
wisdom. In a world overwhelmed by bad news, these inspiring 
stories offer rare beacons of hope. We are eager to believe.

A breach of trust
In 2013 wellness blogger Belle Gibson shared her personal 
story. She portrayed herself as a brave young Australian mother 
who had survived brain cancer and fought back, reinventing 
her life based on health and wellbeing. 

She won a worldwide social media following through her Whole 
Pantry philosophy, released a bestselling app and scored a book 
deal with Penguin. Belle’s journey and apparent transformation 
touched people’s lives profoundly. She was an inspiration for 
cancer sufferers and ordinary people all over the world.

In March 2015 investigative journalists broke an even bigger 
story, alleging that the entire saga — from multiple cancers and 
heart surgery through heroic recovery — was a fabrication. 
When proof of the cancer was requested, none emerged. 
Claimed charitable donations from Gibson’s app sales were 
unsubstantiated. Penguin and Apple pulled their support. 
Gibson’s followers all over the world were left feeling angry and 
hurt. The fallout was ferocious. 

We experience dishonesty and manipulation, whether personal 
or public, as a deep violation. They breach our trust by exploiting 
our empathy and compassion. We feel abused in the worst way, 
emotionally and sometimes monetarily too. The public backlash 
in the Belle Gibson case was fast and furious.

Sometimes we are fooled and victimised by master manipulators. 
In other contexts we are simply made to feel powerless.
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Powerlessness — an influence vacuum
In both your professional and your personal life you will 
probably experience moments of powerlessness, when you feel 
you cannot even speak up, or be heard or listened to, let alone 
make an impact.

In 2009 we did some work on storytelling with a senior 
leadership team. It was one of our first experiences of a toxic 
management group.

The CEO snapped at anyone who spoke, talked over staff and 
publicly humiliated the team members, all of whom were direct 
reports. The CEO was obnoxious, aggressive and intimidating. 
You could have cut the atmosphere with a knife.

No one, apart from one woman leader, could stand up to this.

Since then that organisation has often been in the news for 
all the wrong reasons, hurtling through leadership crises and 
financial mismanagement scandals. Given the low levels of 
trust and high levels of toxicity emanating from the top, few 
people familiar with the company were surprised.

Viktor Frankl wrote in Man’s Search for Meaning, ‘Between 
stimulus and response, there is a space. In that space is our 
power to choose our response. In our response lies our growth 
and our freedom’. We hope the individuals in that leadership 
team find the courage and power to leave the organisation.

Powerlessness is dangerous. It makes us shrink and focus only 
on ourselves. It makes people feel hopeless and, in the long 
term, can lead them to breakdown.
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Manipulators — power for 
power’s sake
Manipulators focus only on themselves and are driven by 
greed. They act opportunistically and their impact, while often 
devastating, is transient.

In his epic poem Paradise Lost, John Milton retells the biblical 
story of the Fall. The snake (Satan) manipulates Eve into eating 
the apple (forbidden knowledge). The snake uses a toxic blend 
of blasphemous flattery and falsehood, promising her that 
eating the fruit will make her as powerful as God.

Those rigid threats of death: ye shall not die: How should 
you? By the fruit? It gives you life to knowledge; by the 
threatener? Look on me, Me, who have touched and 
tasted; yet both live, and life more perfect have attained 
than Fate meant me, by venturing higher than my lot.

Eve is seduced into eating the apple, and Eve and Adam are 
banished from the Garden of Eden.

Watch out for the snakes that can infest the gardens of work 
and life. Some people set out to manipulate and damage others 
by their behaviour. They may seek only short-term advantage, 
but they can damage relationships and trust for ever. Such 
tactics cause stress and anxiety and create long-term negative 
outcomes.

Masters of influence
Influence power is like fire: you can cook with it, or burn down 
your neighbourhood. The issue is not fire itself, but how you 
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choose to use it. When you set out to influence, you assume a 
power to change lives — and even the course of history. How 
you do this, and for what end, is what really matters. 

Every day we face the choice of whether to influence for 
long-term good or to manipulate for short-term gain. The 
tools provided in this book focus on positive influence, not 
manipulation.

Dale Carnegie was a master of influence. Since he first published 
his blockbuster, How to Win Friends and Influence People, in 
1936, more than 15 million copies have sold worldwide.

Can a book published 80 years ago still be relevant? Yes, it can. 
The book advocates integrity and champions enduring, timeless 
concepts. It is built on rock-solid foundations and speaks to a 
profound, universal truth: to positively influence others, you 
must first get along with people; otherwise success either will 
be transient or will elude you.

Carnegie’s classic work is the quintessential guide to human 
relations. Power Play builds on his ideas, emphasising the 
importance of influence rather than manipulation.

Another source of inspiration is Influence: The psychology of 
persuasion, published in 1984 by Robert Cialdini, Regents’ 
Professor Emeritus of Psychology and Marketing at Arizona 
State University, and particularly his Six Principles of Influence 
(also known as the Six Weapons of Influence). 

Cialdini identified the six principles through experimental 
studies and by studying salespeople, fundraisers, recruiters, 
advertisers and marketers — people skilled in the art of 
influencing and persuading. His six principles are reciprocity, 
commitment, social proof, liking, authority and scarcity.

Depending on how they are deployed, these principles are 
powerful tools or potent weapons. So every day you have a 
choice: you can choose to influence with integrity. Remember, 
every time you influence the most important thing in the world 
is at stake — your reputation. 
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A good reputation takes time and effort to build, but only 
moments to destroy. Legendary investment genius Warren 
Buffett has declared, ‘We will not trade reputation for money’. 

A new movement has formed around the concepts of conscious 
capitalism and conscious marketing. The ethos hinges on the 
idea of building purposeful, prosperous businesses that can at 
the same time make the planet a better place.

Here is the sacred contract I hope you will commit to. Use the 
ideas in this book to help you make the world a better place 
for everyone, not just for yourself. Choose wisely for positive 
change so as to inspire yourself and others. If you want to build 
a prosperous business with a purpose, this book will help you 
get there. If I have found inspiration in developing and sharing 
my ideas about influence, it is because I have stood on the 
shoulders of giants such as Dale Carnegie and Robert Cialdini. 
I invite you to do the same.
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